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Brandi And Advertising Awareness 


On© of ©vory thro© regular Winston smokers is unaware of the 
Winston 1cio% Tobacco brand. 

Fewer than half recall seeing advertising for the brand. 

Brand awareness is significantly lower among Marlboro smokers. 
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yore thain a fair stiare of triers are Marlboro Smokers, 


Martboro 

Non-Marlboro (Net) 


Other Premium Brands (Nett 


Camel 

Benson & Hedges 

Merit 

Kent 

Pall Mall 

Virginia Slims 

Carlton 


Al! others 




Total 

Triers 

% 
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44 
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Index 
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Winston 100% Tobacco Smokers 


Notioed Difference 
In Taste Vs, 
Winston Original 



65% 





■:u 


•• -v.'- •. 


Did Not Notice 
Difference In Taste Vs 
Winston Original 
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erceptions 
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Marlboro Smokers 


- Ideal (91) 

Marlboro (82) 


- ■ Winston 100% Tc^acco (64) 

' ’ Winston Original (58) 

■" Camel (51) 
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♦ No recall of new campaign 

♦ Overall additive-free message is overlooked 

♦ Older women still alienated by the attitude and language 

-- No Bull 
-- Steel Buns 

♦ Ads are more appealing to YAMS 


Humor 

No imniiedlate communileatloni of produet message 
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# Majority of Marlboro smokers still found Winston 
unappealing^ describing it as 

^ Stale 
^ Rough 

- Unpleasant aftertaste 
Strong 

# Some^ however, found it better than remembered in 
previous Winston smoking experience 

™ Smoother 
™ Slmfiar to Marlboro 
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Market Performance 
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Winston vs 


Average Marlboro POS/Store 


-Average Prime POS/Store 


% of Stores in which most prominent 


Average Winston POS/Store 


—Average Prime POS/Store 
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Source; Retail Visibility Audits. 4/96 and 10/96 
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WINSTON SHARE OF MARKET 
SECTION 24 VS. BALANCE US - ALL SOURCES 
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